Abstract. Marketing is a relatively young discipline and mainstream marketing edu
Introduction
Commenting on a major study into what marketing is, Wilkie (2005: 8) states: 'the field has changed sharply over time, and some considerable knowledge has been left behind'. This paper examines a high profile case of this marketing amnesia and the resultant re-invention of marketing thought that goes back at least 40 years.
Vargo and Lusch's 'Evolving to a new dominant logic for marketing' received the 2004 Harold H. Maynard Award for the article with 'the greatest impact on marketing theory in the Journal of Marketing'. Given that this is the paper with the 'greatest impact on marketing theory' in marketing's leading journal in 2004, it can be expected that it represents a significant contribution to the progress of marketing theory, possibly beyond all that can be found in the marketing discipline before it, and certainly the most outstanding contribution of that year. The paper was published with invited commentaries from eight leading authors: Day, Deighton and Narayandas, Gummesson, Hunt, Prahalad, Rust and Shugan. In their paper, Vargo and Lusch (2004) suggest eight 'foundational principles' for their 'new dominant logic' of marketing theory and practice. A comparison of these 'foundational principles' with Alderson's (1965) theory of marketing indicates that, rather than inventing a new paradigm, Vargo and Lusch (2004) are suggesting a return to a subset of a previous one, Aldersonian marketing, albeit with a different phraseology. Through the example below the intellectual poverty of marketing as a discipline which doesn't reflect sufficiently on past authors' writing becomes painfully obvious. The arguments of Luecke (1994) about the importance of testing current, or past, theory before moving to the next theory are evoked.
There are good examples of writing on marketing theory which pays homage to its intellectual past (e.g. Hunt, 2002 Hunt, , 2004a Hunt and Arnett, 2006) , but that a prize winning paper in the discipline's highest journal (Baumgartner and Pieters, 2003; Hult et al., 1997) -the self assigned 'recognized leader in its field . . . the premier, broad-based, scholarly journal of the marketing discipline that focuses on substantive issues in marketing' (American Marketing Association, 2008) -is so guilty of amnesia says much about the discipline of marketing.
There are those academics, and intellectuals alike, that have a habit of playing the 'amnesia game' where, depending on their intellectual and cultural background, they trace any idea that they come across back to Aristotle/Confucius/ Socrates, etc. to 'prove' that there is nothing new in the ideas that they come across in the writing of others. Of course it would be possible to trace the history of an idea, like value in use, through marketing literature and beyond, finding that it was common in the early writings of marketing thinkers (Jones, 2004) back through economic writers to Karl Marx and beyond. But to do so would merely result in a family tree of where individual ideas come from, and would be largely a product of citation analysis. That is not the purpose of this paper. This paper, in contrast, is more similar to a lack of citation analysis.
The purpose of this paper is to demonstrate that the key ideas in one prize winning 2004 paper are all contained in one previous publication, published in 1965, and to demonstrate how the ideas are similarly conceived. For this reason the body of this paper will largely restrict itself to two references, the recent paper (Vargo and Lusch, 2004) and the last of Wroe Alderson's (1965) major contributions to marketing theory Dynamic Marketing Behavior.
Vargo and Lusch in the Journal of Marketing
In their (2004) paper, Vargo and Lusch set out eight foundational premises (FP), the basis for their new approach to understanding marketing -taken together to form the Service Dominant Logic (SDL) of marketing. The essence of SDL is that all marketing centres on service provision and that goods are merely storage devices for services that may be realized at a later date. Services in the traditional sense are service provisions that are more immediate, but otherwise no different from the services delivered through goods. They link this idea back to Barbon's (1903) conception of value in use, i.e. the service is delivered through the use of the good or service, be it now or at a later time. The value in use, or service, that a good or service is able to deliver is, in SDL, the result of the 'specialized skills and knowl-edge' that are imparted by the producer (Vargo and Lusch, 2004: 6) . They claim that this approach to marketing changes the way that the entire exchange process is conceived. Vargo and Lusch (2004) expand this argument with their eight FPs that highlight the implications of this approach to marketing theory and practice. The FPs, with explanatory quotes, of the SDL are:
F P1 The application of specialized skills and knowledge is the fundamental unit of exchange About F P1, Vargo and Lusch (2004: 7) state that: 'People exchange to acquire the benefits of specialized competences (knowledge and skills), or services. Knowledge and skills are operant resources'.
F P2 Indirect exchange masks the fundamental unit of exchange 'Over time, exchange moved from the one-to-one trading of specialized skills to the indirect exchange of skills in vertical marketing systems and increasingly large, bureaucratic, hierarchical organisations' (Vargo and Lusch, 2004: 8) .
F P3 Goods are distribution mechanisms for service provision 'Wheels, pulleys, internal combustion engines, and integrated chips are all examples of encapsulated knowledge, which informs matter and in turn becomes the distribution channel for skill application (i.e. services).
'The matter, embodied with knowledge, is an "appliance" for the performance of services; it replaces direct service' (Vargo and Lusch, 2004: 9) .
F P4 Knowledge Is the fundamental source of competitive advantage
Knowledge, according to Vargo and Lusch (2004: 9) is 'the foundation of competitive advantage and economic growth and the key source of wealth'.
F P5 All Economies are services economies
'The fundamental economic exchange process pertains to the application of mental and physical skills (service provision), and manufactured goods are mechanisms for service provision' (Vargo and Lusch, 2004: 10) .
F P6 The customer is always a co-producer Lusch and Vargo (p. 284 ) modified this fundamental premise in a 2006b article, stating that:
'After "Evolving" (Vargo and Lusch, 2004) was published, and simultaneous with our own realization, several marketing scholars pointed out that the term "co-pro-duction", which was the focus of FP6, was a very G-D logic term. Since co-production implies making something, a unit of output, they were, of course, correct. Almost immediately we . . . changed FP6 to "The customer is always a co-creator of value".' F P7 The enterprise can only make value propositions 'The enterprise can only offer value propositions; the consumer must determine value and participate in creating it through the process of coproduction' (Vargo and Lusch, 2004: 11) .
F P8 A Service-centered view is customer oriented and relational 'In a service-centered model, humans both are at the center and are active participants in the exchange process. What precedes and what follows the transaction as the firm engages in a relationship (short-or long-term) with customers is more important than the transaction itself' (Vargo and Lusch, 2004: 12) .
Each FP is referenced to earlier works, with one cursory reference to Alderson (1957) , but the appearance is that Vargo and Lusch have assembled these ideas for the first time. This paper will not dwell further on the contents of Vargo and Lusch (2004) ; it is, after all, one of the widest read papers in academic marketing today. The 2004 paper had been cited 206 times since its publication, according to www.scholar.google.com, by August 2007. It has also had a dramatic impact on the discipline of marketing, with symposia (Aitken et al., 2006) (there are currently calls for papers for no less than three SDL symposia during 2008) papers (e.g. Ballantyne and Aitken, 2007; Ballantyne and Varey, 2006; Beverland et al., 2007; Flint, 2007a, 2007b; Dawson, 2007; Gebauer, 2007; Grewal and Slotegraaf, 2007; Gundlach, 2007; Healy et al., 2007; Helander and Moller, 2007; Hunt, 2007; Klein et al., 2007; Komulainen et al., 2007; Lanseng and Andreassen, 2007; Moller and Rajala, 2007; Morgan et al., 2007; Vandaele et al., 2007; Woodall, 2007; Zhu et al., 2007) ; follow up papers from the original authors of SDL (e.g. Lusch, 2006; Vargo, 2006a, 2006b; Lusch et al., 2006; Lusch et al., 2007; Michel et al, n.d.) ; and a book of collected papers (Lusch and Vargo, 2006c) [and] how dominant?' SDL is. In answer to this question Levy reflects on the qualified response of the Journal of Marketing commentaries to the Vargo and Lusch (2004) paper. He then damns SDL with faint praise, saying 'It is likely that the V&L thesis will continue to be met with interest . . . and mixed support' (Levy, 2006: 61) . This paper will go further than Levy (2006) by showing that the FPs of SDL are marketing theory 8(4) articles all present in one publication, along with many other contributions to the theory of marketing, Dynamic Marketing Behavior by Alderson (1965) , a man who has been described as the most important marketing theorist ever (Lutz, 2007) . In considering Alderson's theories it is appropriate to familiarize the reader with Alderson's history.
Wroe Alderson: The 'forgotten' father of marketing?
A prolific reader, and writer, consultant, academic, theologian and philosopher, Alderson brought together concepts from many disciplines and integrated them in his books and numerous papers (Wooliscroft, 2006) . No stranger to winning prizes, Alderson is the only marketer to win the Paul D. Converse prize twice. He also won the Charles Coolidge Parlin award for 'application of a theoretical perspective for marketing derived by them from the general science of human behavior' (Robinson et al., 1976: 11) . With a background in economics and statistics, Wroe Alderson came to marketing via a career first with the Department of Commerce under Herbert Hoover, studying the problems of distribution in a number of large-scale studies (e.g. Alderson, 1932; Alderson and Aiken, 1932a ; Alderson and Aiken, 1932b ; Alderson and Bromell, 1930; Alderson and Haag, 1931; Alderson and Meserole, 1932; Alderson and Miller, 1930; Alderson and Miller, 1934; Alderson et al., 1930; Alderson et al., 1931 Elder, an undergraduate textbook on marketing considered to be one of the first managerial marketing textbooks by Bartels (1962 Bartels ( , 1970 . In contrast to the majority of textbooks the chapters in Marketing are identified with the individual authors Alexander et al. (1940) .
During World War II he worked with both John Kenneth Galbraith and E.T. Grether (who was to become a firm friend of Wroe) while working for the Office of Price Administration (OPA), an organization charged with encouraging savings and controlling inflation in the US economy during and immediately after the Second World War (Wooliscroft, 2006) . The OPA used advertising, public relations, price controls and rationing to control the economy and was successful in its mission; the US did not have a repeat of the economic depression that followed the First World War (Galbraith, 2003) .
Alderson served as President of the American Marketing Association. He headed one of the leading consulting companies on the East Coast of the USA during the 1950s and 1960s, Alderson and Sessions, later Alderson and Associates. He taught at the Wharton School and served on social advocacy groups in keeping with his strong Quaker beliefs; all while pursuing his goal of a general theory of marketing that would help with business and social problems (Wooliscroft, 2006) .
Such was the stature of Alderson as marketing academic and consultant that the Marketing Theory Seminar, the invitation only seminar organized annually in Boulder and Vermont alternately, was an opportunity too good for the leaders of industry not to attend, should they be fortunate enough to receive an invitation. Also frequently present were leading systems and philosophy thinkers, friends of Alderson such as Russell L. Ackoff, Bill Baumol, Kenneth Boulding, C. West Churchman, Joel Dean, and Herbert A. Simon (Shapiro, 2001; Wales and Dawson, 1979) . Among his legacies is the paper 'The Analytical Framework for Marketing' (Alderson, 1958) which appears in Enis et al.'s (1990) Marketing Classics. It was the lead paper in early editions of Marketing Classics, before it was moved to the second chapter by the inclusion of 'Marketing Myopia' (Levitt, 1960) , which has remained the first chapter in subsequent editions. 'The Analytical Framework' has been frequently reprinted in a number of collections (e.g. Alderson, 1963 Alderson, , 1968a Alderson, , 1968b Alderson, , 1971 Alderson, , 1984 Alderson, , 1990 .
Alderson also organized the publication, and often edited via grants and sponsored symposia, two volumes on marketing theory (Cox and Alderson, 1950; Cox et al., 1964) , one on Patents and Progress (Alderson et al., 1965) , another on Marketing and the Computer (Alderson and Shapiro, 1963) . These publications were the result of Alderson's ability to bring together the leading thinkers in an area and set their minds to a specific problem. Alderson was not a lone thinker, rather a filter and synthesizer of ideas and an enabler of directions for inquiry, able to bring in the 'best' people to consider the problem on which he was focused.
Alderson advanced the state of marketing theory during his prolific period from the end of the Second World War until his death in 1965. Smalley and Fraedrich (1995: 1) stated that 'Alderson's theory is the most comprehensive general theory that exists in the marketing literature'. In the field of marketing he is a giant on whose shoulders we can stand.
When the Carnegie Corporation (Pierson, 1959) and Ford Foundation (Gordon and Howell, 1959) Otteson (1959) , the author of the chapter on marketing education in the Carnegie Corporation report, as an example of what the discipline of marketing should aim to emulate in its theory production. But the future of marketing education was to proceed without him; the field of marketing was dominated by the 4Ps managerial paradigm textbooks of McCarthy (1960) and Kotler (1967) .
Alderson is the only marketing thinker who has contributed so much, and in such a novel way, that he has his own school of thought in Sheth et al. (1988) ; all the other schools of thought are made up of many authors' work. Though many may take issue with Sheth et al.'s neat two by two matrix of three schools of thought per quadrant, there is little question that Alderson approached marketing theory in a different manner from the mainstream managerial marketing that was to follow and that he still has much to offer the marketing discipline (Dixon and (Alderson, 1957) as one of the three most important textbooks of the era. Shaw and Jones (2005) consider 10 different schools of thought in marketing and list Alderson as being influential in not just one, but in four: marketing management, marketing systems, macromarketing and exchange schools of thought. It would be remiss for anyone writing a history of marketing to exclude reference to Alderson and his major contribution to the discipline.
Alderson's theories are not without critics. Alderson is accused of being a poor writer, but Brown (2002) in his analysis of Alderson's literary style waves off these critics. Priem et al. (1971) find that Alderson's exposition on competitive strategy, when compared to Porter (1985) , is richer and clearer. In fact, many, including this author, who take the time to read Alderson find him a straightforward, clear writer. Alderson is accused of 'inventing words', which is true. Alderson did give the discipline of marketing 'transvection' and 'hedonomics', but each time he felt the need to use a new word he was very careful to justify its form by providing the root words and a clear definition (Alderson, 1957) .
Holbrook (2001) waxed lyrical over the joys of reading Alderson and the richness of thought that is provided in Alderson's framework, giving the reader an understanding of many modern phenomena of science (e.g. chaos, complexity) absent from modern mainstream marketing thought.
Alderson is frequently described as being the 'most important/influential marketing theorist of his time', but Lutz (2007, online) went further when he suggested that this description should be modified: 'I think it is more than appropriate to drop the 'of his time' portion of this description. I know of no one who has made more enduring theoretical contributions to our discipline'. He has been acclaimed 'the most influential marketing theorist to date' (Wooliscroft, 2003: 484) . Beckman (2007: 462) sees Vargo and Lusch (2004) as continuing the Alderson legacy, seeking a general theory of marketing, but doesn't consider the links between Alderson's writing and Vargo and Lusch (2004) other than to describe the 'echoes of Alderson's efforts to develop a general theory of marketing'. A review of some of Alderson's key concepts will show that Vargo and Lusch (2004) is a very loud 'echo' of Alderson's contribution to marketing thought.
Alderson's key concepts
This paper will concentrate on a purposeful selection of key concepts from Alderson's 1965 book Dynamic Marketing Behavior, so as to be able to compare Vargo and Lusch (2004) with a single publication. It will be clear to any reader of Alderson that these are merely a subset of the concepts and theories that he offers in Dynamic Marketing Behavior and elsewhere. It should also be stated openly that these are not offered by Alderson as his key concepts; they are this author's collec- AKC1 Marketing should be thought of in terms of systems, and systems within wider systems Alderson went to considerable pains to justify his use of the functionalist paradigm (Alderson, 1954 (Alderson, , 1955 (Alderson, , 1957 (Alderson, , 1965 . He saw functionalism as an opportunity to study a system and improve it (Alderson, 1957 (Alderson, , 1965 . This, along with his other explicit statements about ethical business, illustrates his strong concern for society's interests alongside those of individual firms (Alderson, 1957 (Alderson, , 1964a (Alderson, , 1964b ). Alderson's functionalist paradigm makes explicit that an individual is on both production and consumption sides of the market.
AKC2 Heterogeneity of supply and demand as the basis for understanding the working of the market
Alderson recognized the uniqueness of demand and supply and used perfect heterogeneity of supply and demand as a basis for his theory of the market (Alderson, 1965) . Homogeneity of demand and supply is associated with the theory of perfect competition, which dominated previous theory in marketing, and much theory after Alderson. The idea of price being set by the market is rejected when demand and supply are heterogeneous, as each offering and demand is different. Rather than equilibrium, the market in Aldersonian functionalism is in a state of 'dynamic homeostasis' (Alderson, 1965 ). Alderson's use of heterogeneity of supply and demand is derivative of Chamberlin (1933) and Robinson (1933) , but was a significant contribution to the marketing discipline (Beckman, 2007) .
AKC3 The market is a clearing place for information
Alderson was clear that the market was a clearing place for information, because 'A heterogeneous market is cleared by information matching two sets, one ranging over heterogeneous demand and the other over heterogeneous supply. A discrepant market can only be cleared by innovation in products and marketing. If strongly motivated problem-solvers face each other in a discrepant market, it can never be cleared but only moves in the direction of that equilibrium state' (Alderson, 1965: 207) .
AKC4 A market that separates producers from consumers through intermediaries provides increases in efficiency
Because 'In modern times the tie between the retailer and his customers is rather diffuse and depersonalized ' (1965: 44) , Alderson recognized that the marketers, marketing theory 8(4) articles intermediaries, provide efficiency gains, as 'The consumer searches for goods and trade intermediaries engage in vicarious search on his behalf ' (1965: 50) and 'The seller searches for people who will buy his goods or intermediaries who will sell them to consumers' (Alderson, 1965: 50 ). Alderson's oft quoted figure (e.g. Kotler, 1967) with the number of lines (transactions/searches/contact) between X consumers and Y producers without intermediaries, and the number of lines when Z intermediaries are present, provides a compelling case for the efficiency gains that intermediaries bring to the marketplace.
AKC5 Value in use
Alderson's earlier works have more coverage of the importance of value in use (e.g. Alderson, 1957) . But Alderson (1965) is clearly based in a paradigm where value in use is a key concept. It flows into AKC8: 'Use value is the realized potency expressed as the product of the incidence of use and the conditional value if used, that value depending on the intensity of satisfaction with the product when used'. (Alderson, 1965: 50) 
AKC6 Sources of competitive advantage, information
Alderson drew on the work of Clark (1923) and Chamberlin (1933) in developing his ideas on differential advantage. He saw firms searching for differential advantage in six ways:
1. Differentiation through market segmentation 2. Differentiation by selection of appeals 3. Differentiation by transvection 4. Differentiation by product improvement 5. Differentiation by process improvement 6. Differentiation by product innovation (Alderson, 1965: 185) Firms succeeded through differentiation, according to the Aldersonian framework. It is clear that segmentation, appeals, transvections (a manufacturing and distribution management measure), product improvements, process improvements and product innovation are all information/knowledge based in the Vargo and Lusch (2004) framework.
AKC7 Double search
Double search is Alderson's concept, which reflects the market as a clearing place of heterogeneous supply and demand. Households seek out offerings that satisfy their needs at the same time as firms search for households that need their offerings. Double search is closely related to Alderson's consideration of information flows helping to clear the market.
AKC8 Potency of assortment
An assortment is simply the collection of goods that an organized behavior system (household, firm, etc.) has on hand. Potency of assortment takes the economic concept of utility and gives it a time dimension. The potency of an assortment 'lies in providing against future contingencies facing the consumer' (Alderson, 1957: 196) . What is the utility that an assortment of goods will yield the organized behavior system over time, when it is used? It is represented by the potency of that assortment. The consumer, be they firm, householder or other organized behavior system member, creates value from the assortment of goods that they assemble. For example a household with a yacht sail will realize little utility or satisfaction from owning it unless their assortment of goods includes a suitable yacht. That is, unless the yacht sail has been purchased at what is believed to be below market rate, with the intention of realizing its true value and increasing the potency of the assortment of the household when they sell the sail.
AKC9 Blaze
'The word blaze embraces all forms of advertising formation and propaganda. It fits well into the present framework for the discussion of information flows. Blaze can be regarded as the attempt to answer the buyer's questions before they have been asked. It can be regarded as aid to search by the consumer or his agent. The supplier broadcasts a message to the world at large, hoping that some prospective buyer will hear or see his message. . . . The questions that blaze anticipates may not be the questions for which consumers want answers. They may be the questions which the supplier hopes the consumer will ask or which he believes are uppermost in the consumer's mind. Searching can be defined as a form of sorting, but blaze must be regarded as a form of transformation. Blaze is intended to change the attitudes and informational states of consumers' (Alderson, 1965: 73) .
The Alderson research programme
At the end of Alderson's (1965) Dynamic Marketing Behavior he left 150 falsifiable propositions for research into his progress towards a general theory of marketing. Some of the propositions are of dubious falsifiability, but it should be remembered that Alderson died before the book was finished and final edits to get the book to print were undertaken by his students (Wooliscroft, 2006 ). There has not been a program of testing of Alderson's propositions, rather they have been forgotten or reinvented, without reference to Alderson (Fraedrich, 1987) . Alderson (1965) was obviously concerned with progress in marketing and laying out a research plan for marketing to advance. We are now over 40 years since Alderson's death and must ask what progress has been made? marketing theory 8(4) articles
Equivalence in all but words?
There is no question that Vargo and Lusch (2004) use a different language to describe their FPs from that of Aldersonian's key concepts. But the concepts underlying the language differences can be seen to be equivalent, or so similar as to be a minor refinement rather than a 'new' concept, as seen below.
To use the metaphor of a Venn diagram, it can be seen that the foundational principles from Vargo and Lusch (2004) , if displayed as circles, are almost, if not completely, covered by the Aldersonian key concepts.
F P1 The application of specialized skills and knowledge is the fundamental unit of exchange When AKC2, the heterogeneity of supply and demand is considered alongside AKC3, the market as a clearing place for information, and AKC6 the use of information, in many forms, as a source of competitive advantage, it can be seen that the Aldersonian theory of marketing considers the application of information or knowledge, and their expression as specialized skills, as the fundamental unit of exchange in the market.
F P2 Indirect exchange masks the fundamental unit of exchange
Alderson's systems perspective (AKC1) and recognition of the advantages of the middleman (AKC4) may be seen as both a recognition of the problem of masking of the SDL fundamental unit of exchange and a solution to it. The middleman provides an information matching service for producer and consumer in the Aldersonian framework.
F P3 Goods are distribution mechanisms for service provision AKC5, value in use, and the associated AKC8, potency of assortment, make clear Alderson's views on goods; they are storage units for the provision of utility, which may be realized now or in the future. The value of goods is only realized upon their use in the Aldersonian framework, a framework which also takes into consideration the other goods, services and potential goods and services in the assortment of the consumer.
F P4 Knowledge Is the fundamental source of competitive advantage
In a market which is a clearing place for information (AKC3) information/knowledge are obviously a source of competitive advantage for consumer and producer alike. Alderson states that types of information (AKC6) provide competitive advantage in the market.
Re-inventing Wroe? Ben Wooliscroft F P5 All economies are services economies
Once it is accepted that goods are carriers of services (F P3), it is tautological that all economies are service economies and the same AKCs justify the overlap of ideas.
F P6 The customer is always a co-producer (co-creator) AKC1, the systems perspective, AKC7, double search, and AKC8, potency of assortment, all point to consumers co-creating value. There is an explicit recognition of consumers being part of the system of production in AKC1. Double search takes us away from any ideas of consumers as passive receivers of information about products, and the potency of assortment concept demonstrates that consumers are responsible for the value they create through the selection of goods and services they choose to add to their assortment.
F P7 The enterprise can only make value propositions
Alderson's two concepts, blaze (AKC9) and potency of assortment (AKC8), in a market that clears information means that producers can suggest what the goods and services can be used for but it is up to the consumer to decide what it will be used for, and with, when they realize the value of goods and services.
F P8 A service-centered view is customer oriented and relational
As soon as we accept the concept of value in use (AKC5), and the associated potency of assortment (AKC8), we are accepting that customers who are involved in double search (AKC7) are involved in a relationship with producers. Potency of assortment moves marketing into relationships as it considers a temporal dimension to goods and services that goes well beyond the transaction and puts the consumer at the centre of value creation. Discussion and conclusion: Marketing will remain a child until . . .
To paraphrase Cicero, 'he who knows not what happened before his birth will remain a child forever'. In the case of disciplines, perhaps it should read, 'those who haven't studied what happened before they left college will not contribute to their discipline', for they cannot stand on the shoulders of those who have gone before.
One of the signs of a mature discipline, it could be argued, is that its students are required to study its history as a means of understanding why the discipline is in its current state. For example, a typical physics student will learn all about Newtonian physics for the first two years of their university studies. Their third year will be occupied with Einsteinian physics and relativity, which may go further marketing theory 8(4) articles into their fourth year. Quantum physics is unlikely to be discussed until postgraduate studies begin. And string theory will be left for the PhD, if and only if the student decides that is the area that they wish to work in! To enter the rarified air of the current 'hot' paradigm, a physics student must be familiar with the main paradigms which have come, and been discarded, before. That is not the usual case in marketing; we are a discipline with amnesia all too often built into our education. This paper has addressed only one current paper, but it is not a random paper, it is the paper with the greatest contribution to marketing theory in the top journal in the discipline in 2004. That leading paper was shown to have considerable overlap in concept with a single work, published almost 40 years previously. Does the conceptual overlap detailed above represent marketing amnesia and if so what does marketing's amnesia say about the practice of science in marketing, as a discipline? The inclusion of one reference to Alderson in the Vargo and Lusch (2004) paper demonstrates that the authors have read some of his work. Lusch (1980) demonstrates that at least one of the authors is familiar with Alderson and his impact on the discipline. It must be asked, are we dealing with a case of old references being unacceptable in leading journals today, as they are in undergraduate textbooks, or is it a case of amnesia?
It can be seen that Vargo and Lusch's paper does not herald a new paradigm, merely a return to, or reflection of, a 'lost' paradigm, a paradigm that has remained at the forefront of thought among a small but significant group of scholars for the last 40 years, Aldersonian marketing (Dixon and Wilkinson, 1989; Wooliscroft et al., 2006) . Vargo and Lusch (2004) have, in spite of their prize winning status, not advanced the discipline from where it was 40 years before, offering a questionable view of the progress of marketing theory. Alderson's theories have remained largely untested. Will we look back in another 40 years and see SDL forgotten and untested?
